HOW DO FINANCIAL MARKETS VALUE CORPORATE SOCIAL RESPONSIBILITY? INVESTOR PERCEPTIONS OF ADDITIONS AND DELETIONS BY THE DOW JONES SUSTAINABILITY INDEX (WITH AARON CHATTERJI AND WILL MITCHELL)
We examine how financial markets value corporate social responsibility (CSR) through the prism of organizational status and social evaluation literatures. While investors are important stakeholders of the firm, relatively little is known about how they form their perception of CSR, which can help understand when CSR pays off more or not at all. Using a large-scale financial event study of additions and deletions by the DJSI, we address potential endogeneity and capture direct benefits and detriments of CSR through changes in status. We argue that firm performance moderates investor perceptions of CSR: firms with lower performance benefit more from gaining sustainability leadership status and suffer more for losing it. Furthermore, we find that investors punish firms doing well for doing good. Revising to resubmit
THE EFFECT OF MARKET AND NONMARKET COMPETITION ON FIRM AND INDUSTRY CSR (WITH HYOUNGGOO KANG, HANYANG UNIVERSITY)
We contribute to the emerging literature on strategic CSR and its antecedents by undertaking a systematic analysis of the effect of rivalry on firm and industry CSR. We deal with the co-determination of competition and CSR by using instrumental variables in firm-level analysis and by modeling it directly in industry-level analysis. We find that higher intensity of rivalry and CSR of competitors increase firm CSR, ceteris paribus; however, in a more dynamic setting, when firms can change their production output, more competition in fact decreases aggregate industry CSR. While seemingly contradictory, these findings suggest interesting implications for both managers and public policy makers. Reject & Resubmit at SMJ, 2014 ARCS Best Paper Award
SOCIAL PERCEPTION OF ORGANIZATIONAL PRACTICES: ASYMMETRIC REWARDS AND PENALTIES OF CORPORATE SOCIAL RESPONSIBILITY AND IRRESPONSIBILITY (WITH CATHERINE SHEA, KELLOGG)
This study examines how social perception of corporate social responsibility (CSR) and irresponsibility (CSI) affects organizational outcomes. Drawing from the social psychology literature on stereotypes, we argue that two fundamental dimensions of social perception-warmth and competence-mediate and moderate the effects of socially responsible and irresponsible practices. We propose that firms engaging in CSR are perceived as higher in warmth and, by default, competence than firms engaging in CSI; moreover, different perceptions of warmth and competence of the organization explain the asymmetric rewards and penalties for CSR and CSI. We conduct two experiments: Experiment 1 links CSR with perceptions of warmth and competence, and shows that warmth perceptions mediate the relationship between CSR and important organizational outcomes, such as sales and reputation. Experiment 2 adds information on firms' countries of origin to show that CSR rewards and CSI penalties will differ depending on the (mis)alignment of CSR strategy with country stereotypes. We find that firms from highwarmth countries (USA, Portugal) receive lower benefits for CSR and pay higher penalties for CSI than firms from low-warmth countries (Germany, Pakistan); furthermore, this effect reverses when combined with high competence. This micro-macro study extends social evaluation, strategic CSR, and international management literatures. Under review, nominated for AIB Haynes Prize for the Most Promising Scholar (under 40 before reaching 30) TOWARD A BEHAVIORAL THEORY OF CSR: HOW UNCERTAINTY AND STAKEHOLDER CONFLICT DETERMINE DIFFERENT CSR STRATEGIES (WITH HYOUNGGOO KANG, HANYANG UNIVERSITY) How can firms most effectively engage with stakeholders on controversial social issues? We seek to answer this question by using two central concepts from the behavioral theory of the firm-conflict and uncertainty-in addition to Aristotelian virtue ethics and the literature on social capital, the social contract, and justice. We develop a behavioral theory of corporate social responsibility (CSR) by categorizing four different stakeholder-engagement strategies that can be used under different conditions: in particular, we argue that depending on the levels of stakeholder conflict and Knightian uncertainty, firms can pursue such CSR strategies as creating shared value, corporate stakeholder capital, the social contract, and strategic CSR. We contribute to the CSR and strategy literatures by developing a behavioral theory of nonmarket strategy. Under review 
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